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   This paper studies the application of film and television public service 
advertising in the field of health communication in our country，mainly concentrated 
in the text content analysis of film and television public service advertising of health. 
This paper discusses the following two problems: What’s the current development 
status of film and television public service advertising of health in our country? 
What communication theories or principles are mainly used in the healthy type of 
film and television public service advertising in our country？ 
   Based on CCTV net public channel of the public service ads，this paper used 
content analysis and text analysis to explore the situation and the characteristics of 
film and television public service ads，concluding advertising subjects，animation，
sound, etc. 
   The First is about the basic situation of advertising : from the point of 
advertising time , CCTV makes larger effort in the public service ads ; from the 
point of advertising headline , there are a large number of series advertising; from 
the point of advertising length, the majority of advertising are lengthy ; from the 
point of advertising purpose, the ads are mainly based on advocacy purposes.The 
second is the advertising issue: from the point of issue type, more emphasis on 
moral health issues; from the point of issue properties, non-mandatory issues are 
more than mandatory. Again is the screen performance: from the point of main body, 
figures subject is more prominent; from the point of model used, mostly used 
ordinary people as models, focusing on civilian perspective; from the point of 
expression, considering the audience's cognitive level，most ads use express way; 
from the point of form, animated cartoon is the largest number, injecting entertaining 
elements into the ads; from the point of appeal, the number of ads using emotional 
appeal are far more than those using rational appeal. Finally is about the sound use: 
















the voice of women adult or children; from the point of voice-over style, 
approachable style is more popular than announcer type; from the point of music 
types, most advertising use music which would make people feel pleasant . 
   After the above conclusions, this paper utilized the agenda-setting theory，
convincing theory and semiotics theory to make a deep interpretation of the situation 
and characteristics of film and television public service ads of health in our country . 
The significance of the study was not only describing the situation and 
characteristics of film and television public service ads of health in our country , but 
also pointing out that the development of the film and television public service ads 
of health is along the scientific path to a certain extent based on related 
communication theory. However，at the same time，this paper noticed some 
problems existed in these advertising . Considering the development of film and 
television public service ads of health，this paper gave some advice like paying 
attention to audiences’demand or improving the advertising creativity or combining 
with the old and the new medias. 
   It is a pity that the author’s research ability is limited, so that the study also has 
some problems.First of all, given in this paper mainly based on communicator and 
media perspective, many deep audience's cognitive psychological factors were not 
included. Secondly, this paper used CCTV net public service advertising channel as 
an example，and there are some errors from these samples to consider the overall 
state of film and television public service ads in our country. 
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